Introduction
Previous literature has highlighted the link between unhealthy food and drink consumption with chronic illness such as obesity and diabetes. 1 However, unhealthy food and drink sponsorship in sport is common. Unhealthy food and drink is promoted through sport to encourage the formation of favourable attitudes towards unhealthy consumption. Thus, the counterintuitive association that sport, a generally healthy pursuit, has with brands of unhealthy food and drink consumption is a particular concern.
Psychological research has demonstrated the impacts of conditioning to gain a behavioural response and that through conditioning not only can this lead to attitude formation and maintenance, but also attitude change. 2, 3 There are a number of reasons that brands align themselves with sport, in particular, the positive and healthy image of sport, and the opportunity for brands to endorse their company and products globally to vast numbers of potential customers. Sponsorship can allow access to specific market segments of interest that may be difficult to penetrate otherwise. Additionally, by emotionally connecting consumers with brands, athlete endorsement can have a positive impact on the effectiveness of advertising and brand recognition, influencing favourable brand attitudes, purchase intentions and purchase behaviour. 4 Furthermore, there is evidence to demonstrate that the food products endorsed by athletes are perceived to be healthier and that sponsorship is likely to influence product preferences and choices at both a conscious and non-conscious level. 
Conclusion
Whilst sponsorship is beneficial for sport, the marketing of unhealthy food and drink is likely to lead to the formation of favourable attitudes towards these brands and their products, increasing the likelihood of health risks such as obesity, diabetes and high blood pressure.
Thus, it appears that greater restrictions are warranted in sport. Whilst endorsement deals with brands of unhealthy food and drink are financially beneficial for elite athletes who may be considered as role models, greater consideration of ethical and moral implications of such partnerships is needed. Since 2003, tobacco sponsorship of UK sporting events was been banned by HM Government. Thus, it seems reasonable to suggest that sports governing bodies such as FIFA or even the UK Government should act and prohibit sponsorship from brands of unhealthy food and drink. It should be noted that the association that brands of unhealthy food and drink forge with sport and physical activity, events, clubs, facilities and performers transcends all levels within the community. Whilst there are explicit examples of sponsorship targeting people of all ages, the association with virtuous behaviours is a conditioning strategy to improve brand image and is considered an effective marketing strategy.
